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.. ABSTRACT ' : ' :

r’ A content analysis uas lade of the advertxéenents
broadcast during a half-hour of prime-time.television, in an effort »
to discern overt (obvious} and covert (underlying). theaes present
in televisiol advertising. The analysis reyealed an overt theme of a

., world view of individual determination, initiative, self-confidence

and self-reliance, and gratificaﬁion. The covert Oor unobtrusive theae
presents a world.view of external determination in which standards
.are established, consulption is encouraged, and th¥ status quo is
accepted and laintained These two themes appeared to be at ¢dds with
éach other. One interpretation for this divergence 1s'the gap between
the middle-clgss ideOIOgy and the level of copsumers 'in relation 4o

. that ideology. A sécond interpretation is that both themes are
attempts to persuade, one.as propaganda bf agitation and the other Jas
propaganda of integrhtion. Still a third interpretation suggests at
advertising be viewe# as ritual rather than as persuasion, and a
such, the overt theme is of symbolic action vhile the covart theae is

®  of ritual action. Bdch of these interpretations sugyests that

: television advertising is not s0 much a2 hidden persuader of culture .

as it is a reflection of culture. (HTH) ' j I
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By

‘ﬂmavwarr—chmeﬁmm“ -

!

.. ) Michael-R. Cheney ‘

- ’ - -

. Aﬂvettlsiag Reaeatch..Adnxn;sttatxve and Critical ’
-~

Much bag been made of advqttxsins s "influence” on public tife, Samuel | . .
. LI . -

ithnsaﬁ'fthE auggested’t&at advertisers ?play too wantonly with our pahsions.“!

-

)

LK

LS R -

ﬂo£§ recent imquiries, sqﬁh as thése on the Bubliminal seduction of advertising,
. do little more than tephgase and update this contention.zj
]
é . Scholarly study of advett;sxng, attempting to ptov;de a more systematic, . .a
. ( 3 Cyid
less 1npresaxon13t10 analys;s of the question of ' 1n£1uence, hqp only recent}y .

floutxshed. An index of Journals 1n<c0mmun1cat10n thtouéh 1974 1isti\ovet half
of all ;tudxes on advgégzslng bexng publ;shed since I970.3 The two mé}ot_fbutﬁals

in adbettxsxng, Journnl “of Advett;sxqg and the Journal of AdVettxsxng Résearch,

wete begun only ten #ﬁd twenty years ago, tespectxvely. Anq_fxnally, recent

‘bxblxogtaphxes of advartzsxng research, suggest that almost three~-fourths of all

e .. h
studies OQ,GGVGrﬁ}éaﬂS wvere publxshed in the!970's.q ’ Ny

These recent dﬁudxes of advett;s;ng fall into th;ee groups--those wh;ch

_ study advertxsxng pg an xnstxtutxon, such as reports on how eutsxde developmcnts .

.
» . R—,; -

(e.g. product lzabfﬁitges) 1n£1uence the opetatxon and ttansmissxon of advet-

. ?

’

)

)

I

tising messagem,? those which atudy qdvett;sxng Bessages, such as inquiries which ]

-

(1Y »

deternzne what constxtutes a deceptx%e advett;sement!fot ch;l en,6

and” those

,‘wbich study’ the.tecépt;on of advett;sxng tessages, such as 1nvestigat10ns of

e

"7

aud;ence ptefergnces in editorihl and program content by heavy medxa users.

JU— ——— e e e P

_ I each of-these categot;es, the underlying xdea is that advettxslng is

= .

a tool, albeit of market;ng, used for particulat purposes and that advettlaxng

L
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" of some kind of sdministra&ive agency of public or private character."9

LS

L

) involved sociology and polztxcal economy.

: 13 / . 13 . * » .
.tion reseatrch, be it in advertlszqg, entertainnent or Jourpalxsu.

-k : /

& i . 4 ) .
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research attempts.to make advertxsxng better understood and used, as a tool.

Suchrannapproach.ls.idegg;calﬁuxzh_:heuapprcsch_taken_lnﬁmuehenf.mshs_comgun1nn-

L
>

And as Paul e

Lazarsfeld initially, and Michael Real more recently suggested, such research
f ’ . v
is administrative in nature.® - . . .

As they noted, sdministra{ive research is "qerried through in the service '
- .’ } . . . .
Usually._

z

such research’is intent on addressing and solvxng pe};&culan problems. ,The end

result of adminstrative research is usually a refinement in strstegy-gr method.

s .

By and large, the bulk of advertxsxng research adds to one's understanding of

the effect1veness of an advertzsement and thus serves the’ adverflsing industry

.
' ¢

an agency of prLVate character.--

R RPN

In contrast to adminisfxative tesearch, Lazsrsfeld pdsited the idea of

crxtxcal research. According to his thmnkxng, c xt;cal research requires that, .

’ o

in addxnon td whatever speczﬁc purpoae is “to be seryed by a study, the general

role of co:uunzcatxoa in the present soczal system should also be studzed Thys,

* . L] N -

cr;txcal research is different from sdmxnzstrstzve research in that "it develops

~ .
a theory df the. prevailing social trends of oyr times . ., , and it segms to imply .

. v oy,
"IO e " .t

, ideas of basic human values. . R )

v ' : T~
It yas the critical theory of the Frankfurt. School which znformed much of
,Lazarsfeld's thxnkxng about crltzcal regearch, While bssed on psychoanalys;s

and aeschexxcs, more recent ref;ndﬁents and sdvsnces in c:ztxcal research have

Other influences on crzticsL research
r

™

m“wmnﬁmaMdemymdmnmwwjl'- . . - ‘.

b - : - ! L}
In dxﬂferxng from administrative 2_research, cr1t1c81 research nobaonly eval-

uares the role of cammunication in soc1ety, it may also suggest in a crxticai

I3

fashion what changes may be needed to reshape mass communlcatxon for the , .
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more often been intent on popularization than serious amalysis and critique.

L] . ' ‘; - LY
. " . - 3
. > ] i ’
betterment of the individual and sociéty. Sach an objective, within the :hinkin
.4 g
af’fﬁzarsfeld does not negate nor diminishk the ongoxng study of maas communica- . L
. . X S .
v tion. Rathexr, he suggested that "if it were included in the general s&rean of | .
L 4 .

communication research, it cou d contribute much in terms of chgllenging problenms 9

and new cont.;el:n:s."llz : ) “ :

r '
. ) . .

In the area of advertising research this is particularly true. As noted
-

earlier, much of the research in advertising is administrative in nature--focusing

A

on issues of strategy or method. What ‘eritical research that does exist has
" - .- -
. 13 ¢

¢

ﬁevertheless, those works whieh have_se:iously studied institutions of‘Edveriising

and messages of advertising, have uanally chalienged the thinking of advertisers

-
- » . - .

and the public.

. Among those few studies of advertising as an institution, the work of David
* L4 - v—— »

-

) éetter, although several years old, is perhaps the most notable: In reviewing

-

the historical and economic development of advertising as an institution, Pottef .

came to the gonclusion that advertising was ome of a limited group of social

- w

institutions which he labelled "instruments of social coatrol.” "These institu-
. . r [} ' s
tions,” he wrote:/ . .- ; ¢ ; ‘ .

gujde the life of the individual by conceiving of him in a dis~
. Jtinctive way and encouraging him'to conform as far as possible .
B - H ¥ St .t . . L
4

te the concept. .. .-AdVerigsing appeals primarily to :he desires, -,

the wants—-cultzvated or,natural-—of the 1nd;v1dua1 and it sometimes

s" '{,
offera as xta goal a power to command the eavy of others by ou:s:r1p£§ng N
Y

them in tbe cOnsump:zon of goods and—g\rvxcea.14 ’ o .-

Like other works jn the critical tradition, Potter embodiéed in his analysis
- -
the “theony of the .prevailing social trends of the t1mea" which Lazarsfeld found

] N ;

to bé a key characteristic of cr1C1caI research. i -
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y have usually been within the framework of a larger study of culture and
/. S ’ . .
society. A notable exceptzon rs SCuarc Ewen's study of the early years of

: ¥hile more recent studies of advertising indt tutjons have been presented,
ﬁ(e

advertiging in whxeh adveﬁtxsxng is preaenCed as ’an instrument of soc1a1

. . .

tontrol, & theme of Potter's, but ome not cited in the "rather expansive biblio-
‘ 5 'f' . *
Critical {esearch hag also addressed the message‘ana.symbol systems of
- . . . . ¥

-graphy of advertising commentary and research,

,/
advertising. Such studies have attempted to construct the "pecuniary 'IEQOphy"
emﬁodxed in adwerc;a:ng, as Jules Henry did in Culture Against I'I:m.'6 These

- - "r e a \‘

studxes have alsc aCCempCed semzotxc 1ntest1gaC1ons of advertising, as 111ustra-
i7

ted by Vardq Leymore's Hidden Myth and Judlch Williamson's Decoding Advertisements.

Most ceeently, Erving Goffman studied’several hundred'aéuerciéemengs to

o : \
explicate the prevailing social trends of our times with regards to gender rela-

. C1on3h1ps. His ggudies did not suggest the manipulative posture of advertising

. ]
chac the studxes of Potter and Ewen suggested. Instead, Goffman envisioned

§dverC1sqmﬁnCa as r1tuals; In compenting on the ritualistic nature of adver-
’ -

-

- "’
cisiﬂg;.hé wrote that: . o St

o

- . v kS

-~ *, - :
advertisers do not create the pitualized expressions they employ; they

]

. seem to draw .upon.the same corpus of displays, the same risual idiom,

. that Es cue'regource,of 411 of us.whé participate in social situacious,
aud c; the eame end: the rendering of glimpses of action readable. if !
anychng, adverC1eers coavenC1ona11ze our own conventions, stylize whaé
is lreadx a stylzzat:on, nake frxvolous use of what is elready some-

thing conszﬂerably cutfoff from contextual concrols. Thexr hype is
o
‘yper-rxtualxzacxon "18 :}. "o . ' . \hdl.
In fuch a fo;mulaC1ou, Goffqau-;tworr differs radically frém much of the .
earlierhwork citéd. Instead of adopfing the anzpulac:ve model of auch critical




,+ terms of szgn1f1ers, sf;nifxeds and signs of meanzng-semiotch“' And the work

= - .
. -
.o - . \
o . AL, . 1] 5

-

research, poffman argues that che advertxsements.sxmply re-pregent our socxal r

life, In so doing, he noc ohly-challenges some‘crtticak‘rescarch”“buc_ also much
e k]
of the admlnisCraC1ve research which attempts to -ascertain how che manxpula;es -

-
-

and shapes consumer acc1cudes and’ behavzors.l?\ . . : Lt
/ . " . )
Cricical communicscioﬁ.research, uhether at the institutionql level of - '

Potter and Ewen or at the message or symbol system level of Henry, Leymore’

- 4

, and Goffman, evaluates the role.of masé commun1cat1on in the lives of 1nd1V1duals

- >

and society with the ob;ectzve of suggestzng ‘and developxng, where necessary, .

s |

fundamental changes in the understand1ng and vse of mass coumuu1ca;xon.
N

szen the pauc;ty of advertising résearch w;thxn a cdritical perspect1ve,*-

1

the' pbrpgge of the following will be “to evaluate the role of advertxsnyanms

‘. . ) )
‘in the lives of\indi¥iduals and society tp contribute to this small, but gr

.
a4
. [

ges

body of critical qdvercis%ng literature.

LY ~ * %
i\ Methods of Cricical‘Analysis‘
S~

In wr1C1ng on critical communzcat1on research in che early 1940'8, Laz

sfeld

¢

argued that "the main task of resea;ch is to uncover the pnintentional (forlrhe

. most parxﬁ and often subtle ways in whzch the med1a cqurzbute\23*14f1ng ha its

and sOC1a1 attltudes.' The manner or mechod in which this is uncqvered, - [t ‘.3
. Y- .t . . P .
Lazal'Sfe].d nOCed, '-".8‘ noc e.asy 20 :) * . . . - .

The methods used in critical aualydﬁi vary w1de1y. The work of Goffm?n, V. .

for instance, ut1lrzed "frame analysis" to suggest the nature of gender relation-
Vs ‘ . * N

ships emhodied in print eiyerciaing. The other studies of advertising messages,

speczfxcalry those of Leymore and Williamson, analyzed print ddvertisements in
. 3

on advertising as an 1nst1tutzon, those studles of PotCer and Ewen, reized on .

historical.anaiysis to evaluate advertising.2

w o .

L] T
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ally explicating the overt and covert themes of mass commnication messages. In

Og_g__gf*;hphog_iginhl_nethada. QLcrihical_aﬁafysis is theme analysi;:, specific~
( . .o

one of tbhe f:'u:st studies to use this method, "‘I'elev.ision and the Patterns of Masg *

Y [

C\llture," 'l'heodore Adorno charactenzed the inteations, of themat:.c analysrs and
\ . s 3

critical mqtrn'y‘gherhe—stated thal: "ve are not concemed with the effectiveness

oy L
,of any partzcular program or sho-w, we are concerned w:.th the nature of pnesenr.

.

day televigion and its magery.‘" Gomg fm:tber, Adorno coqtended that it is in

r.he study of th:.s mage::y that one d:.scovers "the preva:.lmg 1deology of o& '
“22 . < - - '

In articulating the _ideolbgy of the tim{ theme analysis argues that, mass
communication messages -éonsis't‘ of several ~1+..ayers of meaning which contribute <o

Fbe overall meauing of the message. While sensitive~to different "levels of

. .
Sy

meanmg, Adorno argued that most mass coumn:.cat:.op mesgsages have two maJor
) z3 ., L] [

levels of meaning-—overt and hidden (or covert

fl

[ N .

J”\The overt theme of level of mean:.ng is the readily familiar and obvious

. . ?
“message“ of mass comnn:anon. This tﬁeme or motif can be the obvious sales

appea} of an advertisement, "the consumption of a soft drink brings happmess,

¥

- )
or the motzf of an entertainment program, "rural life (ala 'rhe Waltons) is

[
P . .

harmonious -and wonderful." . ; 4 '

-

‘The covert theme in the mass comnunication message is not gubliminal nor
- ‘:_‘ 5 -

pnconét:'ious, as some would argue, but is merely unobtrusive in terms of the total -

message. ‘Quir.e‘ frequenl:ly the sovert meaning or theme is t_he background against

a - .

wh:.ch the overt, theme is placed. The covert theme ceuid be the cancerous nature

EN

of cigarettes, :Lnsp:Lte of the ovext suggesr.:.on that they provide a raste of the

country,-or the urban qgality of modem hfe, contrary to the sbeurban %qah X
. . " f /7'\ =
3 ¥

o

of Eight Is Enough . ' v

~

- In bypot:beszzmg mul:iple level themes in mass comwnzcanon messages, Adorno*\

"

n
il
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T

. . ' . f *
argued that such messages "edihrall the specﬁacor qn varlous psych01031c31 levels

simultaneouslty." Such a psychological involvement allows, Adorno claxmed, for
E 4

. @ less than consistent set ‘of chemes or mocxfs. 24 In fact, such mass comzunica-
. \
“Eion messages may embody poncradxccory overt, and covert themes. Whether that
. r - L]

w*
. is in fact the case depends to a large extent on the prevailing ideology of the
", . - N\ . T
time,wh{:h'findq its articulation in mass comgunic :Pn messages. . .

In his study, Adorno found that the overt and covert themes of television
L]

- 1

programming were diametrically opposed. The overt themes of such programming,

Adorno argued, represenced che imagery.of an earlier middle-class society,’
(

whxle the covert chemes porcrayed a more gbnﬁused and concradxccory world, one

which correspended rather closely to that lived in by che present middle-class.

' The success of che analyzed programmxng and the acceptance.of such dxspara:e

chemes was the resulc of. the facc " adorno claimed, chac."che more opaque and

complxcaced.moderﬁ-lee becomes, the more peopte Aare cempced to cling desper~

ately to cliches which seem to bring some prder into the otherw J}se ununderscand-

‘able."25 . T v -

R

»
¥ - .

. * ..
A more recent study of overg and covert themes in gelevxslon programming, ¥

"prime Time Television and Emerging Rhetorical Visions" by William Brown,

differs w;ch Adorno ] and suggescs that currenc television prosramm1n3 provides
0
inconsistent visions “of modern life which cannot be used for successful soc1a1

- . M LI ]

organization and action. As such, according to ‘Brown, they are unsatisfactory "

o "

rhetorical vigions in that they ‘do not provide "an incernally conéiscenc

14

-9 symbollc reality that confers 1ncegrac10n upon the felc-qualxcy of American life.'

[

It is worth nocxug,chac theme analysis, such as chat'éf Adorno and Brown,

- H
does not dictate a preoEPaxned interpretation .and understanding of mass commun-
¥

» . g

jcation messages. As shown above, Adorno suggested that television programming
e » L}

.
~
L]

pro&ided a cliche ideology for living, while Brown argued that television
L 4

.
[

v . . / .
N ’
. 9 . . '
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,mwp:ogrammg*provrded—msyﬂéma"t““c 1depl_—To““T:.\ng, cliche of Ootherwise. :
{

L]

In the. analyses of Hrown and Adorno, the suggestron is thatyovert and

covert themes, and the reaultmg world yreb characterize the symhohc tele-

vision environment. In pomt of fact, theée_themeg portray the motifs of the

-
o

television programmin eu’lirtﬁnent, ignoring or subsfmting the ‘themes of tele-

[} - . ,' . N N Y
vision advertising. The assumption implied \;n such studies is thatm -
& . . 1 x x

"advertising is nbt worth consideration. This may be due to the belief that )
rs . . N ' <
television a@ertising. is thematically similar to,t_:elevision programming. How~

ever, more reélis:tically, this lack of consideration is probably the result of

T
»

scholars feeling.that television advertising is a qualitatively inferior culttral

expression which is not worth consideration. E&.tber attig:ude goes against current .

. 4

f [ :
thinking and writin&. As Bob Shanks has recently contended, television adver-

t\i.sing is intricately related to television programing. Specifically, television

-

i programin—g is usually constructed in a "bland" fashion go as not to seriously

. Fi . ,
engage the viewers, but rather_to allow television advertising to more deeply ,

affect aud l'engage the rece:.vers.z"T Cousequently, Shanks concuﬁ:\s wrth Boorstm, \
Phelan and others that adverns:mg proyides the truest representdtion of the’ '

ideb}ogy of -our times.28 As a regult, advertisments may be more approprmte],yi

x ¥ -

understood as the quintesbential mass communication message for critical

research with theme analysis a proper means for .such research to asc&rtqm
8 T t,
S - the prevall:x,‘;g 1deology of these times. - AN

* L]

4
» N F] -~

R 11I. Themanc Analys:.s: Data and Procedures - - ‘

. ) . * € e . ' -
@3 The televra;on advertisements for this overt and cover®, theme analysrs came’

)

from one e\k’s worth of prime time televzs:.on. Usmg a samphng procedure, the

. 0 L : - o
author randomly seiected half-hour segments from the chree comercml televiaion
5@“" - “v
ft networks dur:mg one of the television 1ndustry s sweep weéeks. In choosmg a '
. * ‘ - N . ~
P -t Ve L L }

. . B [] . . ‘; . ~ 3 .

o *n LD ) 1 O - ;J 3

\‘ » - . . ‘l - \ \
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1 ' -

‘ a .k}_‘j

sweep perxod, the author assumed that the telev1s¢on industry, intent on Attract=-

‘
' _ ing.the largesc audience posszble, would present some of the best programming

y ot ‘. -
o " and that the advertxezhg 1ndustry; intent on maklng the moec impact, would offer
I - - ' . , S v -
) its best adgert15ementsrdurtng~th1¢—perxod. S , T

. ) .
After ed1t1n3 the videotapep to eliminate all programming, prcmotxons and

.

local advertising, the national advert;sementp‘were analyzed for overt and covert .

A} .

themes, using the definitions of.adorno and Browa to clarify the nature: of oaqa -

. thege. The author- chose to eliminate local advertising in the belief that local
. . L] . .'
\ advertisements do nOt!;ave an impact on the national prime time audience..
L ] . rx
- . . . . . :
The resulting themes were then organized in terms of the major overt and
— .

covert themes present in television adversising. Here, the concern was with °

the "rela&eve slgnrf;cance" of the various themes to thg larger world view {

presented, not with ch stat;scrcal frequency with wh;ch part;cular theme’s .

. i odcurred.29 The following dxscu551on is of the type Gerbner has defzned as

"consequence meaning-oriented"” where the. émphasis is on the value of the partic-
‘f

ular meaning to the overall research program or 1nqu1ry.30 ) .

. R
' - ————

. ) IV. Theme Analysis

-
" 3
[]

- 4 + - - -
. _Much of thescommentary which passes for serious criticism Qr support '
. s r = et v . /

* . of advertising, selects particular. aspects of advertising--h blatantly sexist

L) ] . .

[ ] . -
. commercial here or a particularly creative commercial there-—and argues/zither

- 3
» LI

for or against advertising‘s influence on public opinion and behavior. e

. H L} .

& purpcse of the follow1n3 ana1¥s1s and discussion is ta avoid such selEEEive

. coumentary. Instead, the auchor will analyze in a holistic faghion the overt

LY

and covert themes which pervade thelcommercral television &dvert1srng environ-
ment. Toward that end, ;the following will detail the gvett themes which ajg

manifest in television advertising and then present the covert themes which

[] A s
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underlie these overt motifs. .: . . T 3 R R
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Ovért -Themes . : ) . e oo
. H . » . . F " L2 - ~ e :‘l
The fundamental overt theme in the prime time television advertising envn:-*{' 2 N
L L ] .t ’ * ;- 5
- 4 - y e - » - g » - v! “f‘i
onment is ‘the need and importance. f¢r self~satisfaction and self-glorifltcatf:on. .- |
* LR | " M . , + . :‘;‘“ |
While evidenced in most adverusmg, (] theme s most apparent in the beauty P

L4

env;ronment. Cons:.der, as-a first example, the followzng d:Lalogue from a
.. - LY ’ . .
commercial in which a man and a womhn, against 'a neutral backdrop, carry on .
. K4 * ’ L] . ) . .
the following discussion:. ' T ’ .

. ! hd ! . F -~
> WOMAN: When I started to g/o gray, it made me feel old and grumpy.‘

iy

{ MAN: Yes, I remember that. . .t

idn't'know about I'.oving Care then. Nm:! I just wash away ’

my.gray and wash in my own 'natural color. ~Loving Care is
Yo : " ’ / ] oyt .
really ‘different. And it is gentle because Loving Care has t&

ol . no peroxXides. Me gray? No'way! I'm too young to- look o_ld".
R L .Heli\ " But you still get a 11tt1e grumpy . .
ANNCR: Loving Care. Only from Clairél. Because youlre to‘oﬁyou‘ng‘
-« 1 iy ~
31 . o <,

to look old- . . . )

Like other cosmetic, ptoduct advert:.sements, th:.s comerc:.ai empha.s:tzes l:he

Y Q

mportan’oe of individual sat:.sfacuon and /ell-be:.ng. The woman' s contentmn

'y

that zray ha:u: “makes her "feel old ‘and grumpy“ and her later decl‘arauon that ’

-

3
"I = too young to look old" evidence a concern for md:.v:.dual satisfact¥on on
r 3

* ~a -

a phys:.cal and. emot:.onal le"el. The actual structure of the commercial further

L
-

encouarges this overt theme The woman talks of her dJ.Iemna without acfcnowledging

or addressing the man., 'I'he reahzation of satzsfaction and well-bexng are defined

in terus of the mdividual‘n effort and chozce. Cutside parties are not mportant-
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- tcf relf-aat:.aiactiou and self’-reanz,atron. . .
. k)
'f N j* L] )

. In lqt.her c‘omerc:.alsc this theme ig refmed and enlarged. One variation of

- L) L

the basic ;heme of 1nd;.v1dual eho:.ce reaultmg in se*{-gar __?action is a theme
.‘ -~
suggestmg that mdiv:.dual in1t1ative\produees self'mprovemept and advancement.

’ hd L3 - "

Set to mus:l.c, the follwmg ngle fox a sof'.' drink comercml 1!! sung over -
.8

senes o’ftvuual mages of ‘308381’8 and runners and xnakes t%m t.hemanc pomt. )

. CHORUS Marathon and eross countty,, everybody ia- o he run., - s

L ~ L4
[ 1 R

. Not so:much Jus; to stay in 8h§p~e, but because it's lots
-, ’ L M LI * - v ) . ’ v -
.‘ . ‘ '°f f‘mt . .‘ ) . - . . " 9

e

Th,at\ is why Seven-Up :& turning up now rore gnd more.
Reaching Upl: Warhing Upl- | . 5‘
. ‘Looking Upl 5’: Ru.n;iing"llpl -t e

e America :.s tummg Se‘p-!!po )

AR : R
" ARG TN
. Al - Moving Upl Joggmg Upl‘d T,

Feelmg U(V Beins Upt { ’ -
America turning Seven-Up., ‘

W

athletic end vors-—produce or equals self-satisfac.tion and self- improvament.
a,

“The’ basm heme is .present J.n such lrnt'.é as everybody is on the run./Not so much
- ’ J—; L]
Just l;a stay -in shape, but because 1-!: 8 J.or.s of fun." And the present vaﬁation

is namf\est :|.n r.he closmg re.frains where 1nd1v1dual effort'. 1& cor,\reta@ vuth)
se}f-iuipl‘avewnt. .Amdst mages of joggera and athleti.t: aetions, Jogg..ng up,

Y

,an;l run,n:.ng up, " the co:m:erc:.al mixes lyrics of self-improvement "lookmg up,"
, . . 1 - 1‘
"feeling ljp," "mqvmg up, o and “heing~up R S RS
L4 T ' »
In apa.ll other c‘bmeroials, the ‘DVerr. theme 1s broadened to suggest that *

‘

}udiv:.dua‘i efforr) prqductiv:.ty and choice are int:errela%d and collecti.vely they

‘ - And ‘the light ‘refreshing taste today '{s what we're looking for.
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vdefme the essehce of the individual. In cosmetic 'comercials, fop example, a
. -~ - < . [ v -
condistent theme is that individuals can create and consequently, change their
e ? - -
appearance and self. 'rhe f;rst conmerc:.al spggated that "I just wash awvay my
¢
gray and wash :|.n my own natural color. Another example in this self-expressmn
" 4
and def1n1t.10n wmotlf zntroduces a new act.:.v;t)"-face wr:.tmg ‘In this comercml,
B ' t

. the woman speaks directly to the viewer, while the‘camera cuts to cIoseﬂups “of

L

-

-

"
L

the cosmetit's application., She tells the viewer that:

. . WOMAN: Face writing is here from Hayb.ellfne. It's lip writing.
: . ’ . i ;
’ It's cheek writihg. And it’s easy with new lip- and chéek !

otyler Penclls. Wr:.t.’e 11ps with J.:.pst:.ck in ‘a pencil.

I.ots of 1usc:|.ous 1ong wearing colors. Write a cheek with
! ~ *

creamy soft, blendable colors. ‘Wr:.ts’-, a face as unique as
your sigpature. . Get 'styler'pe.ncils' for 1ips; cheeks and ‘
gt . eyes. “Face writing is here,from Maybelline. poe T *

s

-
.

The advertisement overtly equates self—expression-—{'write lipz?,“ fyrite a

. - ‘o .

cheek"-u:%g ,sehf-defm:.tx '"wn ga face as uﬁigue as your signature.”

o . )

. The overt thene of accompl productivity and individuslity is also
» \, . 1

[} . - -

\
present in the numerous comercial measages for -photographic equ:.pment. From
L e e . . -
the "Can Do" cameras to the various 35ma cameras, md:.vulual creat:.v;ty and ]/

-accompl:.shment are..the s:.gn:.ﬂ;cant overt themes in these advert;sements Con.sider

] ‘

tho followmg advertisement in which a man is photograr.hm& an ice skater. The

.adrertx,,sement visually presents the man watchxng the skater through the cameta

"

"

mewfin&er and t‘hgq, at the end of the commercial, the woman photographing

‘\
g ] ) !

,, MAR: Phot:ographing Peggy Fleming was like watching a ‘bird “in

.
. -

the man. The dfalogue is as follows. "

\ f'light. it was g perfect assignment for my Canon AFI.
Ll o alb 'Y

.

¢ " Unlike most camerag, even on automatic, I get the shutter, .
. N

v

-

-
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‘ually.controlled actxv;fy. < )

‘ cials, the product determines 1nd1v1dua1 well-Being.

‘. ' | ) g 13
. speed I need to ;top'the acrioa. éo;it is like Pcégy'a.
» . iﬁ~§he'clouda and I am with her and the shorg just ha;pen.
LAt _ Here, you try- it. Peggy. - ° ' T
WOMAN: * Me?  ° . T .! . )

It's really so simple. All you do is focus and click.

e _ , .
The incomparable Canon AFi. So advanced, it's simple.

e

’ . ANNCR:,

As in the ﬂgeviouc commercia;, the overt theme is individual creativity
4 ) . . . 1
add.productivity. The photographer contends that "I get the shutter speed I
“ .
need to stop the action.

. »
So.it is like Peggy's inithe clouds and I am with hex."

-

In rhxs overt motif, photography becomes a creat1Ve, part;czpatory and 1nd1vzd-

’ . ) . . a

R - ]
- ¥ ' t » .: a - - «
+.In general, the overt"iheme manifested in these and other television.

L] L4 »
advertisemente is that self~initiative and effort result in selffsatisfactioq,
r | 'l 3 -
improvesient and accomplzshment. The overall world view which’emerges froﬁ such

an overt thenq/za that of an act1ve and productive lifestyle in whxch ‘individuals

' r ap— *

are independent, self-reliant and self—fpnfxdent. .. T
P - ' ‘ *
¢ - . b4
Covert Themes - , , ' .
- - - '/v - Fl v

The covert themes present in television advertising conmtrast, if' not negate,

.
-

the overt motifs and worl&“view.discussed above.. Although the overt themés

is -

pronote self-satzafactzon and aelf-glorlfxcation, the fundamental covert theme *

auggests ernal deterninat:on 6£ 1nd1v1dua1 well-bexng and essence, As a case
%at

example, the fzrat.noted comercial for hair coioizng stated that gray hair makes

-

one £ee1 old and grumpy. And in the advertisement's resolutzon, the rpplzcat1on
wr

is that natural" colored hair, an external factor, makes one feel young and alive,

- o .

'Thla basic covert motif excendq beyond macters of appearance. In many cowmme

Conaider the following in

rm
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__ vhich a man is depicted showe:i_ng_ and dressing for work, while over these images
. wd ] - . - - Lo,
the following is presented: . e e - .

L
. :
- .

. « CHORUS: I_t:'s a new D:.a‘l. nornmg and -you'i'e up and feeling new.

,.J”

A . - it § a cle_qn Dlal mortixt:g and that clean belongs to you. o
" ', o . ) There's a new aay dawn;.ng“ and your bath 1s’ show:mg t.hrough. . ot
. _ " ) Starting - out‘*c.};an, starting out Dial, startmg out new. '
e ’ 'ANHCR\) There is no o_leh'ner way. fo, start a new day than D_%al <

-
.

% . b [ N . . N *
soap, The deodorant; protection that gets you so clean

. .

L . 2 ' r you t"e‘el your Jbest, ) ~
’ . ( " CHORDS: Star'cing-.out‘. clea;x, starting out Dial, starting out new.
- \L:.ke the photosraphy comrcxal :Ln which the jproper camera gave the individ~ )
h 'ual par-t:.cular attr:.butés, th:;.s adv*ernsement conforms'to the bao;c covert ‘

monf and .suggests that using the parnculat. toiletry will make ‘one feel better

.
] .
- M
5 LI y

" .
L] .
v

., and start out new, i ar e .. -7 .
- - L4 * .
W:thm this covert motif o£ external de.r.emmauon and confrol of mdxv;dual
well-bemg, televnzon advert:.smg promotes specxfm social criteria or stan'aards - p

. -
) ¥ L] N ’
-

for living. These atandardsscag a‘hdresﬁ multitude of aveas arid zssues. 'I.'he
mportance of béing young {or loqkmg young) is evident in much of the beauty

w -’
and cosmetic adverbxslng. Anol’.her Area, covered in the prev;ous commeyr al, is

cl‘eanliness and its ngm.f;caqce. ‘rhe Dial advertzsepent stre_sses‘_ the need to

[ g
a . i r . .
start out clean eaci mornmg by washing with deodorant soap. Rather. ironically,
. L) ’ . ¥
,"' . ] - 4+ r N .o » x . » . “w \-: -
oo Lo however, other comercials provi&é dxfferem'f. mea?:r.ngs for cleanlmesz; . In the .
s *

follow:.ng comercul a vom.an and ¥an announcer and thpn her husband discuss .,

-, - L
.
- »

ST} laundry. The conversatioua gbes as follows: . : ) ..
", - » an A ) .-
. . ANNCR: Does your- hushand care about wauht l_ . N
. : - . B R &
., . WOMAN: Mo, he doesn t’ care. ‘2.‘ ! ¥4 .& .

t // AMNCR: Mre. Diaz usés . just detergent'alone. Let's, see what happens ¥
- « , . r ‘, . LI




L h » =
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LY

¢+ in dull socks. . , ' N

. i . . 3
. ;' WOMAN: - Yes T would rather see you in these socks also. He pf_cked .
. » . . . / '- - . g \
the socks washed in Clorox. I didn't think Clorox would make

.’; ! s. 1

. sﬁ' a d:.fference, but apparently it does. Clorox makes t‘;he !

) . dszer?nce. 1 beheve he ;eres. ‘ . { - ‘

'.l"nu commercial covertly not only remforces the theme of external detem:.nms :
internal, but also esj:\abhshéa the‘quahtzes of cleanlmess--wh:.ter and br;.ghter ' L
'areﬁeaner. ‘ ) . ¢ o .._‘ '

. Ihe prme time television q,qvxr;:}mof.::;t abpunds in such ccvertly esta’blzsheq :
cr.::.ten.a and standards. One of the more s:.gn:.f:.cantfm its mphcatzons to the .
largar themes qnd mbnfs *{s the need for child satisfaction, often through -

parental acqu;escence to a child's uants or demands. In one comerc:.al uh:.ch

deals uzth th:.s theme, a uom.an, aga:.nst a backdrop of playground 'Equzpment and
lc:.ds th.th‘ lunch boxg:s, makes the followmg preaentatmn. v - ‘. .-
- WCHAR Ho szy‘ “That's. your Sandw:.ch. . ) ) ! . .

N

L (To Yzewer) If their mthenseonly kneu. As their day‘i‘cmnp

“ty

‘ - Zounselor, I see k:l.ds‘don t a“!.&f‘a‘ya eat what you pack for . .

' . lunch. . X know mine do, now tha}t I pack their fav;nte
* * ‘ -I L]

LI {aandwicheg on'their £ayorite brea's-—liouder. There are C

=%
by

‘cixeéper:breads, but they are not always this fresh and .
., soft, the way kxds like bread. When. you send lunch, send ‘

)
!
PPl Y

' ‘Wonder. Soft, fresh HOnder. Kids eaf it up. -




v ot an%ns of nutrition or cost are eit}:te: ignored or d:.scounr.ed

[

L . .
) .- freah fragrance. And Cling Pred has t:housands of softness
‘ LT , cella v:.t:h\*apec,ul sofl:nets to make yo::t whele lgundry
~ ’ . _“ soft. Ko atane cling and everyt:hxng smells spnngtme ‘
' - y clean. And caling ‘Pree is more conveniggt than the white | :
. -~ P

odfict. Consider-

ch:tld's hke or dxsi:.ke as ghe majot factor in selecting the
. A" further impli~
cation of the cove:l: motifiin l:hx’a cozmetcial is the posxtxve nature of youth.

» - M

"In hamony with the cosmenc comerc:.als exponsmg youth as a time of life and:

}lusute, this advertisement rexpfotees thxa standard with the

’ S - L] - . - L]
. ' P

Another vanat:x.on of the bas:.c covert monf of acceptance and

"pleaae the yout:h"

:heme.
‘ grdtification
by exter%el gources is t:he encouragement of continued use or dependence on the—

qdvernsed products or services. Such a theme has obvious marketing mphcanons.

’ L]
More importantly for thtlﬁlevxsxon advertrsmg env:.ronnent:, however, such a t:beme

gives added sign'xfxcance to maintaining particular standapds \presenfed by tele-

- 1 . .

vision commercials. The beauty and cosmetic commercials illustrate this theme--

- .

¢
wash every morning with Dial and wash in your own "natura

/

" color everytime the

L
i . e

gray begins to reappear. 'Ihx,s vananon ¥ the gene:al covert mot::.f gains even

“new and improved" context which informs the

more importance when put into a

consumer. of the need to keep up-~the s:anﬂards have been raised and you need to keep °

up w:u:h this better quaht:y of life. '

-

v

%

* The covert world view can be illustrated by The following commercial which

-
»

() L}
not. onl‘y sggests the variation of continued use, but also‘the need to be aware

gtandmocher; a mother and

of the-most cutrenf: standards, In 24 ‘layndry room, a

£

’ v ‘*

She d:.dg t buy- cnng,gree.

her daugh:e: enact: the folldung.

(;HILD Grandma make a mi;t:ake Monndy

»

GRHNDHA I bought new and inproved cnfng Free, with spl}!ir‘gcime

o

4

3

18"

e




sheets. From the box into the dryer.

/ ANNCR:, Get‘Cling Free with new springtime freshness. It's
-~ 4 ’ 3 -
softness made simple. « . . . .
, . . ) - ' ) L R
Not only does this commercial suggest the continued use and the general
e} . .

motif of outsidé agents affecting internal actions, but the advertisement also
~ ! w, 7
adds new qualitiep to tgs general standard of cleanli 88 mentioped above. Here,

[

cleanliness'ia‘de ined as soft., ‘free of static, and smel idg,ggringtime clean.

-

In each Qf these %haractetistics, a_quality not directly related to cleanliness

e -

becoaes asso:xated with the general concept of cleanliness. The success of such
. > .
an equation is dependent upon the more general motif of external determining

the inner nature.of something or someone. One is not young qnless,one‘s hair

is a “natural" color. And one's clothing is hot clean unless it is whiter, °
b 4 .

brighter, soft, free of static and smelling springtime clean. oL

This compmercial also embodies a third variation of the covert motif of .
* ) »
acceptedce and acquiescence. He;e, the given order of society, the status quo,

h ] ¥
is accepted and glorified. ,In the advertisement' "the presence of static cling
is accepted as part'of modern life. The origins of the static cling, man~made

drying dhicﬁ replaced fresh air drying, are never queatioued or considered.

A [

Rather, the nanwmade problen (static cling) is solved with a man-made solution

0
-

(the product)ﬂhnd, in the process, a lost attribRte of fresh air drying (the

smell) is also given a man-made solution and replacement, a chemically produced

"springtive swell.” PR F P - _

" This third variation. the a c%p;ance of man-made problems, or et least thé‘
coping with thg prdblema by dev;sing varionélsolutiona to diminish those problems,

.evident‘dn mich of the phin remedy advertising. Consider the £ollowing in”

which several individuala are interViewed by an off-screen announcer:

] ANNCR: Hhen you've got a headache, what does extraistrength ‘ :

> 5 N~ Y - ‘

8
r PR ]

g
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* S ROMAN: * ,(Stmding in busy metropolitan area) It nea.ns a crummy

. Lol F close is so easy to do. . .
¥ v . . . . .
. T . Reacl’ out, reach oug and touch' someone. !
, ;. . '.l . B \ .
N Reach out, reach out and juat say hi ’
. ' ! * “ "
e ~ . 3 . v

mead 'to you?

.
.
. - .

‘e . hea.dag:he wonlt ruin your day. It meaps Excednn,

- -
. WOMANK2: (ﬁPomtmg to fighting chz].dren in baeLground) Extra-strength

P .+ °  “means yelief from this., It means Eifedrin.

.

. - . — . t

. . MAN; (On construction site) Extra-stremgth means not feeling

: o strugeion @ e ¢
‘ ’ ' the pain agymore. Extra-strength means Excedrin._

- . A

»
The covert world view of this commercial embodies all three of the variations

-

discussed thus far. In terms of the first variation, the establishment of sta'nd-

ards or, griteria, the advertzsement suggests that freedom from pani is achmvable

without altering the situation: that nay have encouraged. or caused the pain. 4s

for the second varmtzon, which encourages repeated use and consumption, the .

advert:wement suggests product use when one is o;:, the town, at hmse o:: at wotrk

80 as to not "ruzn your day." - The thzrd var:.at:Lon, tt;e‘-;:ceptam:e of the status
. quo; is presented in the&toleratxon, of the hect:.c pace of the met%pohtan area,

the turbulent nature of family and home life (here the’ supremacy\of the child is

‘again re:.nforced), and the stresses’ and strains from working. :

“w -

nu-

This covert world view is also presented in the commercials for home protec—

«
L] g L]

tion and robbery ins.urance which accept the hazard and prescribe\ the remedy.

l .

Thm'aane theme is also evident :{x the vanous commcat:.on-related advertise-

.
-
. -\ AR} LI ) e g

. ments on relev:.s:.on. Against a vnual ‘montage of two families and 'their

e

-

acriv:.::.es, including a phone coqveraar:.on, the followmg.is pregented:
. ) .

: CBURUS' Your fr:.ends they live so far from you a,nd keeping ;then

] ’ ]
. a ¢ » .

: .\ ‘Reach out, reach out and touch someoné. «




and its acceptance. No longer can one maintain friéfs and neighbors in the’ o,
i’ .

manner of earlier times, the commercial covertly suggests.

o "l _% ‘" . ‘19' :
Dop't Tlet those new, friends get. away. 4 l:elephor:e call
now and then will br’mg :hem closer. They re‘waztzng ' |
to hear from you. So reach out and-gmgch. someone . ‘

,. 2 . 1 < . ‘ ‘ f'
n this comerc:.al, the overt tﬁeme of ;active particzpatxon and ‘touching

Give them a calll .

is counterpomt.ed hy a covert motif of individual s.ep ration and fragmentation,

" - )

Tﬁe busy movement
H‘
and mobility of modern life makes it important for ome.to adapt- and cope with

.
~ 5

the present state of affairs. Overtly one is encouraged to 'seek individual R

.
)

1
satisfaction, while c¢overtly the comexcial _suggests accepting the status quo 1

and ignoring the larger social issues whzch coutnbute to t.h;s fragmentation.

A final example of this vananoﬁ’pf the covert world view is presented

_in a beauty and cosmetic commercial in vwhich a woman, ggainst. a neutral \

L]
1
-

backdrop, makes the following presentation:. : . >

s

WOMAN: Like your hands, your hair gets ¢happed too. If your hair

&
is rough, dried 'but, ctacked--that'a‘cﬁapped ‘hair and yo% ' )

_ need t.he conditioner for chapped hazn Breck's sec?é{:
b ’ .

fornula penet.rates into each chapped ha:.r, treats ‘the - 3

l‘

damage and protects the Rair with no oily feel. For

’ healthy, vzbrant hair w;th bedy by the handful. .’

. L]
+

Not. Oniy does t.his advernseuenr. covert.ly auggeat that part:.cular probicns

.-

can be solved by existing institutions_and co:npanies, but it also obscures the

2 . :. 4 . . s e .' ; \'.’ A
cause of the particular proble andrblggs the ‘logic of the acceptable ‘alterna-
“' ¥ . . L]

. -
Here, 2 "secret formulg* to recreate t.he natural, ﬁhealt':hy,, vibrant

Ol"b -

t'.iveuS
hai:r F auggeste;l. An earlier hair colonng comerczal. pOut.ed that one could -

\ “a = '
vash in one s "natural” hair color, In each caae, natural x:omes from a bottle .

el , , e .
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and one is grven a covert motzf of acceptance of the glven order “and is presented \
» n - P

with other themés wh:ch.legrtzntze this worfid view.

-
-

A final theme present in the covert world viédw, of television advertising

" .is that .of a fragmentcdiworld in which each element is separate and isolated from

i

other elcmg‘ts. Such a theme is preaented in physical and symbolxc terms'

Phyalcally, the televrsxon environment is composed of a set of drsc:ete

units or “gpots-" . ?he vieyer is presented with a commercial for one product,

- ' 3
then another product, then & service, then another product, etc. In the prime .

~

timﬁ television envirohment, the order of arrangement of particular commercials

-

before or after other advertisements is arbitrarily determined. The resulting

. ax P T . ) . '
logic regarding television advertising is fragmentation. Each commercial can

be presented in £ny time spot, between any two commercials, and the meaning
» ’
3 ) -
: e t 1 ~ : :f -

.
¢ ""

does, not change. ¢

Symbo11ca11y, the theme of fragmentatxon is g;ven even stronger presentatxon.

* Each ad?ertxaement, as thus far shown, takes a very ndarrow approach to a par-
. . . B, L)
txcular problem apd suggests a solutron within very narrow pa:ameters By way

.

of example, the earl;e; advert;semcnt for hair coloring suggeated that simply

-

washing in one's natural ha1r color would result in a youthful individual, This

¥

’ ¢
narrow approach ignores the importance and interrelationshxps of other aspects
he . A

of youthful appearance--age, posture, dreap, skin tone and color, and overall

o (4

appearance. In fact, one can 16cate wzthzq the pflma t1me televxslon environment =

- ——

a varxety of advertlaements uh;ch suggest that by srmply changxng one s dress

2 - . te @
\\
~

In both phyaical and aymholic terms, the covert theég of fra
',q ~

preacnts the 1ndrv1dua1 as well as socxety, as an aaaemhlage of parts, each\\

or moisturizing °nE\i~ffln one cgn become young.

of which can be zmproved or changed without relating to other parts ngr

I . [ ‘
changing the overalt structure. -

.
- ¥
.l
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In general terms, ch major f1nd1qga of Ch1s ana1y31s of the prime time
“ " . .
television advertising environment suggest contradictory themes and motifs.
. N - - . oy

. « N . - a
* Qvertly, these teléviuion,pdvertiaementa encourage a world view of individual

- -

determination, initiative, aelg-confidence“and self-re}iancg. The covert
4 . =

.t . . oy, -
themes, in contrast, prgsent a world view of external determination in which | .
o .

standards are established, Sgn.umption is encouraged, the status quo is . -~
. - N .

accepted, and fragmentgtion is characteristic of modern life,, : . i

“ -

V. Interpretations . . R e

iy . Pt AT T e ..
In discussing the presepce of divergent overt,and coverf themes in tele-

* N I .

Vigion progracming several years ago, Adorno suggested that this gap represented
a8 thematic split in the national consciousness. Sbecifically, he wrote that:
1

. . . i
thé curse of modern culture seems to be its adherence to the almost

.~

* | unchanged ideolo&y of earlier middle-class aSEiéCy; whereas the lives
- - (] . ] e

pf its ‘consumers are completely out of phase witS this ideology. . This .
is the probable reason for the gap between the o!ert and the "hidden”

5 R
messages of modern popular art.32 i . . .

vision advertising

Excedding Adorno's thinkling to the findinga of the present study, one
1nterpretat1on for the divergent themes or motifs in tel%

is that the overt theme of 1nd1v1dua1 initiative and ef t producing pelf-zmprove-
dent and self-aat1s£act10n (a variation on the free enterprise’theme) is a élf:he
zdgology, out of phase with the lived ideology. Further, the covert theme wh1ch o
.4

suggests dependence on the ex1st1ng commerc1é} enterp:1se‘1a the 11ved ideology
of these tiﬁas. In a simple formulation, Adornb's think1 would “suggest a _ -
political 1ntefpgctat10n--thq\ind1v1dua1 lxvang in modern cap;talistxc society

c11ngs to the 1deology of free enterpriae and 1n1txat1ve, although the individual

is realistically weddad to an ongoing system which ocenaot be changed but merely

» L]
. . . .
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otPer 1nterpmt§uons wb:ch can broaden out understan%

] 7_ P Y

i o %
<

cpvert themes ‘?can‘. eoemst and also of the \nature of the ideology of ou '
‘ i

LI ) 1 > »
“~n ‘ _A second inteppretauon 'is to take both the overt and covert _the

-

attempts to persuade. Ihen, w:thm such géneral houndarzea, one can £ {1ou$
£ :
; t what

4
the thinking of Jacques Ellul and suggest \,thar. the overt themes represg

Bllul calls “propaganda of agitation," yhi],e the covert themes represe "propa-
ganda’of int:egration."a,3 i - /. ) | .
' L

‘In Ellul's formqla:ion, propaganda of ag:.tat:.on takes the J.nd:.\n.d 1
.ﬁ ”

"out of his everyday life,, h:.s;nom.al framework, and plunges him into enthus:.asm

and adventure; it opens to him hitherto imsuspected posszhzht:es, and suggests oA

extra-ordmatg goals that neverthel’eao seem to lum cgmpletely w:.thin reach."M

L L]

Propaganda of mtegrat:.on, in contrast, accordz.ng te Bllul, "aims at :nakn:? ‘

’

« . !
the individual participate inhls society in every, way.! Such propaganda "seeks

to obtain stable behavior, to adapt the individual to his everyday life, to
’ o . .
reshape his thoughts and bet:avior in terms of th% permanent social setting."ss‘
» . ‘
“uhzn these terms, Lthe telev:.smn advgrnsmg environment presents on an

- 'b ”

Lovert level\a theqle of ghange.,and oo for all the gusto” which fits nicely .

w:thm the J.dea of propaganda of agztat:.on. Cavertly, the telehs:.on adverusing

.

envxron:nents presents propaganda of mtegrauon which suggests accepting the

. ’ .

status quo and the eatablzshed‘ s.tandarda of behavmr. '

.
v [ . 4

The problem w:.th such an 1nterpretat1on is that Ellul's theoretical structure

docs not Exphc;tly deal with the not:.ona of overt and covert themes. Further,

Ellul denies the emstence of propaganda of agitation and propaganda of integra~

tién in the sane soczety-at the same time, much less in the same message. He\—

:
' - -

A



»
-

/s

outlrnes very specific characterrstxcs for the succesaful use of each type of

-

propaganda. It is obvxously;beyoud the scope of this paper to take Ellul's
ideas and thoroughlyterplore the possibility of such a theoretical formulation

for overt and covert themes, much less argue for the coexistence of these

b

two types ‘of propaganda.

»

A thxrd, alternatxve 1nterpretat10n of the reported overt and.covert

LI

themes.1s based on the most recent work of Clifford Geertz and addresses

l . .

some of the same points dzscussed in the work of Goffman.
t

Namely, this

1nterpretation suggests the some aspectsfof advertlsrng may be understood as

>

ritual, not as persuasxod(,,;h 3 recent article, "Blurred Genres,“ Geertz

L4

offers ‘a review' of the drfferent methods used ta study soczetxes.

Among those -

methods, Geertz ‘gives particular attention to tdo seemlngly d1Ver3ent approaches

to the study of social life.

-

One approach, typ1f1ed by the work of Kenneth

Burke,

nature of cOmmunication.

*

Within this or1entat10n, the emphasls 1& on the,

manifest meaning of social actzon and how-one actor s me

ssage petsuades or’

affects another actor's thoughts or éctxons.séf A second approach, exemp11fied

~

”
by the work of Victor .Turner and others, addresses the experzentzal nature of

compunication. Here, the focus is on .the ritual meaning in social action and’

how communication messages integrate, agd solidify social lifey not how ‘they

%

agitate or persuade.37 ' .
h 4

In the ongoing study of soc1a1 11fe, these two approaches, Geertz notes: -

7:77pu11_1n rather Opposzte d1rectzons§ the ritual theory towards

¥ tha affmrtzes of theater and rehgi.on—-drama as c&mumon, the

temple as stage;. the symbolic action theory toward those of _
theater and rhetorzc--drama as persuau‘hh the platform as stageags .

.
~ " A

This quote should not suggest, however, that the two approaches are mutually

-

but’ also including the work of Adorno antd Bllul *deals with the expresszve )




/u

a

»
. more general view of manxpu1§;1on. \

studigs, the work of Goffwan.which stresses the “hyper>ritualization" of

- . ’ [ " .

e§sfusive. Rather, as Geertz argues, thesg approaches dddress different a%pects . !

P » .

of soc1al life which mean “rather d1f£erent thlngs, and thus have rather ! ) ]
w39 "

dxfferent 1np11cation8 for social fife. - In his recent study, Negara,

- Y ' L

Geertz demonatrates how Balznese culture in the, 19th century relxed on botb types

P

of social action-~symbolic action and ritual action--to sustain the politzcal_ .

. R pe , . . .
strutture of the socxety.4pé; . . -, . " S :
- ® *f " v. -

In general terms, Geertz argues insN egara that social llfe needs both L

lu L] -

symbolict a¢t10n and Ceremonzal actiocn for contznued existence. As Quent;n

’
M oy o*

Skinner recently argued, the 313n1f1cen¥§lof such a contdhtion is that much oL

.
-. L]

of Hestern Culture relies too much on 4 vzew of social 11£e as symbolic action
N/ * . *
and, more importantly, power as persuaSlop and manipulation. -A failure to
. " A

acknowléﬂge and appreciate the ritualistic aspects of social life, according
to Skinner, Jmay'now be Serving to inbibfit rather than clarify our under-

standing .not merely of, alien Cultures, But also of ourselves.'A‘ . )
C ' o

Suck an obfiiscation, it is here suggested, can be found in c;itical )

’
-

studies of advertising. Amidst many of the works on advertising, the overriding

.
» . £ "
.

asjumption is that all aspects of advertising are persuasive, or at least .

- )

inteat on persuasion. From the more scholarly works of Ewen and Williamson
-

to the more sensational‘books by Key, the’ theme is that we are beifg manipulated.

»

This general perspect1Ve is also evzdent in the uork of Adorno and Ellul. Fhe
‘; H

orlgznar overt and cqvert theme analyszs of Adorno suggested capztalzstlc

¥ PR it

persua310n, while Ellul ] propaganda of agltatton and integration suggested a

.
e

L] »
[

Clarifying our understanding, Geertz is suggesting, involves gccommodating

L] L .
. ]

. 4 . - - - Al - -
both symboli¢ action and ritual interpretations. In ¢ritical communication

l

advertising provides but ome exegeqis which suggests .that the importance and

. -
" - .
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- and>j,gnificance of advert [sing to un’derstanﬁzng the :|.deology of, our t:.me:i goes
- "ilx

.. beyond axmple mlnipulat;on. Qpcordrgsly, the finditgs from the present study .

& Ny

L )

can -also be !ntepreted iu.thm the gu:.delmes suggested by 1ieeri:'z.

- . -
-

ﬁeclflcally, the prime time televxa;on advertrsement uses both rhetor1cal

"o

"
& ‘ .
[) )

: and ritualistic modes of commun1catxon, much lzke Balinese culture. In tele-?

-
k—n visipn advcrcl\xng, the overt themes of individual action and choice——the sales

message-—are themeh of, symbolic action.

Copywr1ters formulate .their appeals
s

and arguments on this 1eve1 and in this ve;nﬁw;th the expllczt 1ntentxon of

-

At
»

;]

o
]
]

x

pérsuadzng the individual that particular goals can be reached and particular

leestyleq I1ved.

-
i

-

V4

"

R

-“"

Within the prime time television commercial, the.c‘mert motif--the mainten-

ance of the status quo--is of a

- I . ™ .

alistic mode,of communication.

-

- *

»

In those

’ -
vVariations on this'aotif, each works toward the commupion of minds which is

“‘
realngd in“ritual communléatxon.

. - -

» .

e
Whlle potentxally*hble to coatnadxct and negate ea

-

OQ\

other, the themes of

4

prxme t1me television advertls;ng actually work to reinforce .and complement
. L AR
each other, much lxke aymbol1c act1on “and r1tual worked to maxntaxn 19th

1

‘century Balznese culture ag described in Geertz's N egara. In television adve;>

tising, thelcovert, r;tualzst1c theme of /the status quo becomes the backdrop

»

©of th

fam;l;an and accepted of aOc1al lee.

The llve

rgality of the culture,'

an

through_auch a r1tua11zed world v1ew, is* leg;txmxzed. '

> Agﬁ%nat th:n backgro

undh the overt, symbolic actzon theme of individuality:

¥

becomes the fxgure in the £1gure—ground relatxigzhxp of the televxsxon edvert1se-

ment s thcmatxc strﬁbtdre.

ot
The result is 4 highly dynamic, arrangement which

n

provzdes a prov catxye,.yet'familiar comaunication mess,ge. .

. Thé signi icance.of

of prodgcts o}"aervicea»on the puhlic.
—y . .

] -
N b
»

A ~ & .
ry -
-~

”

telev;a;on advertising, then,.:gtnot in the foisting,

v *

Rather, it 'is in the mini-dramas in which
h




T

.

2

» ’ . i
overt themes of symbolic action are enacted against a b.ackgrmmd of the familiar
ang stable. Vo ’ * -
]

'
" «

-

. v
e .
“y, - . s . < .

L] ~ < ’ ‘
In conclusion, television advertising is too often cast as the hidden

+ - “
"

persuadey of our culture by people Who othea!ise advpcate an interactive
approach to comunicati\gn and culture.'_ The present paper seeks to suggest

tHat television advertising caa also be considered and understood in a more

¢, oot \
humanistic manner by addressing both persuasive and ritualistic dimensions of
~ ‘” ) ] . - - - - . - -
the advertising message. The congequence is in not viewing television advertising

d L]

. as seduction or explni&atiou, but as culture writ electronic.
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